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Abstract  
A Comparative Study About The Different Modes Of Measurement Of Social Media 
Incorporated With Television 
Nikita Kandath 
 
 
 
The growth in social media of audience-generated opinion about television 
has made it difficult for broadcasters and researchers to assimilate this data to 
understand the popularity of ratings of the brand they are promoting. Therefore 
various social media analytical tools have been created. The biggest challenge for 
broadcasters is to understand and deliberate which mode of analysis works best for 
easy assimilation. This study gathers data on this information and tries to identify a 
solution of data that might prove to be suitable for researchers to understand what 
mode is the most appropriate to deliberate the popularity of television branding 
according to audience opinions and the current trend.  
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CHAPTER 1: INTRODUCTION 
Social media is now the largest growing online marketing segment as it is the 
only medium that gives social context to consumer interactions. Because of the 
popularity of social networking sites like Facebook, Twitter, etc, people interact more 
in terms of their personal views and opinions on different matters namely, brands, 
television shows, politics, events, social issues and many more. In today’s world, 
viewers engage in their favorite television shows while watching them as can be seen 
in the world famous #Hashtags. “People use the hashtag symbol # before a relevant 
keyword or phrase (no spaces) in their Tweet to categorize those Tweets and help 
them show more easily in Twitter Search.” [Retrieved from 
https://support.twitter.com/articles/49309-what-are-hashtags-symbols]. These 
hashtags will be then deliberated by the TV Producers and accounted for to determine 
the popularity of the show and for rating purposes. The main aim of social 
networking sites is to influence the behavior of the users as individuals and as 
consumers. This so-called “global conversation” enables professionals as well as the 
general public to understand and study consumer tastes and preferences. This helps 
producers to create better shows, advertisers to enhance their brand, politicians to 
shape their political campaigns and so on. Therefore “in order to understand and 
eventually steer behavior, we must translate activity into insights and in turn, translate 
insights into actionable strategies and programs.” [Brian Solis, May17, 2012) How 
Social Media changed the viewing experience.]“Social networking sites are not only 
for you to communicate or interact with other people globally but this is also one 
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effective way for business promotion.” [Retrieved from 
http://wiki.answers.com/Q/What_is_the_purpose_of_social_networking_sites]. 
In our context, we are visualizing, assuming and establishing social media as a 
media business promotion. It would be considered as a means to reach audiences and 
understand their tastes and preferences. Social media speaks to a new way of 
understanding how individual users are interacting with branded content via online 
publishers, social networks, blogs, and applications. Before the proliferation of social 
media, the primary way for users to receive advertiser information was one-way. 
Audiences and consumers would mostly listen to the messages and product 
information from the companies itself. Trying out different brands is a trial and error 
method and the popularity would mostly spread through word of mouth. Social Media 
has changed the paradigm of how people consume online media. The most profound 
difference is that Social Media has added a participatory element where an individual 
not only receives information but also has the ability to take part in the creation and 
distribution of content. Furthermore, social media tools have enabled a dialogue and 
discovery around this content.  It is the combination of these unique and appealing 
aspects that defines the true value of social media.  Right from advertising to 
popularity of shows and characters to the brand they consumer completely use social 
media, as it is the easiest way to get to a large audience. Instead of network producers 
sitting around and discussing which of their shows are most popular, they leave the 
analysis to social media tools and this is becoming increasingly popular and is 
phasing out to be the new and next best thing proving this to be an easier method to 
get the most effective responses straight from the audiences specific to the respective 
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shows. This statement can be substantiated from the article Twitter on TV: A 
Producer's Guide. “Do TV viewers want a synchronous interactive experience? After 
decades of debate, we can finally answer this question: Yes, they do—and they are 
creating it for themselves, on Twitter.”1 Graphs representing the tweets deliberate the 
viewing patterns and popularity of various shows and programs.  
Below is an example of the viewing patters and reactions at major moments of 
the show in the form of a graph. The show taken into consideration is the MTV Music 
Awards 2010. 
 
Figure 1: https://dev.twitter.com/media/twitter-tv 
                                                        
1 https://dev.twitter.com/media/twitter-tv 
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The Graph shows the reactions of audience at every major moment of the MTV 
Awards. When there is an unusual moment or a famous personality does something, 
the level of interactivity rises and this is clearly seen in the graph as it captures these 
moments in scales. 
“Many TV producers watch this EKG as their show airs to get real-time 
qualitative feedback on what is and isn't resonating with their audience. To be 
clear: the vast majority of the total conversation around a show happens live during 
its initial airing. You should focus your planning and investment on that airing and 
then watch the reaction on Twitter closely.”  [Twitter Media, (2014). Retrieved from 
https://media.twitter.com/] 
“Social media speaks to a new way of understanding how individual users are 
interacting with branded content via online publishers, social networks, blogs, and 
applications. Before the proliferation of social media, the primary way for users to 
receive advertiser information was one-way. Social Media has changed the paradigm 
of how people consume online media. The most profound difference is that Social 
Media has added a participatory element where an individual not only receives 
information but also has the ability to take part in the creation and distribution of 
content. Furthermore, social media tools have enabled a dialogue and discovery 
around this content.  It is the combination of these unique and appealing aspects that 
defines the true value of social media.” [Social Media Ad Metrics. Retrieved from 
http://www.iab.net/socialmetrics] 
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Hiring social media experts is challenging as the number of tools for analysis 
are plenty in number but to choose the most accurate and the most reliable software is 
a tough task.  
Television is increasingly becoming social because of the increased talk on 
shows on the social networking platform thereby building excitement and 
anxiousness of what to expect from the show as well as how long it might run 
according to its popularity. The convergence with social media has also raised it to a 
platform beyond imagination as can be seen through the increased interaction and 
posts on Facebook and Twitter. Although Bluefin labs, a social media analytics 
company that uses available social media commentary from Twitter and Facebook to 
measure user interaction and engagement in conjunction with television shows, has 
come up with this radical strategy of applying cognitive science research combined 
with large scale computing techniques to successfully and automatically link TV to 
social media, the real challenge lies in the fact that whether or not these computations 
of audience responses will ultimately lead to the success of a show or determine its 
popularity.   
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CHAPTER 2: LITERATURE REVIEW 
Media convergence is more than simply a technological shift. Convergence 
alters the relationship between existing technologies, industries, markets, genres and 
audiences. Social Media networking being a popular medium of the Internet world 
has been creating a niche for Television not only via the traditional TV sets but also 
small classic sets like Mobile phones, Tablets, etc. Researchers who have noticed the 
growing popularity of multi-tasking while watching a television show can justify this.   
One use of the concept of convergence refers to the breaking down of barriers 
between technologies that had once been separate. For example, this can be seen in 
the merging of television sets and computers to produce PC-TV and the super-
information highway. That is, television with built-in computers linked to cable 
which will allow us to order and pay for shopping, transfer e-money, keep an eye on 
our bank accounts, call up a selection of films and search the Internet for information 
(Chris Barker, 2004; Sage Dictionary, Convergence).   
Researchers have discovered that most of the people multi-task while 
watching their favorite television shows or while watching a live event broadcasted 
by television. A full 70 percent of US tablet owners say they use their devices while 
watching television (Nielsen records, May 19th 2011). A recent survey revealed that 
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today’s consumers are looking to extend their social networks to the TV, as 36% of 
those who currently use social media on a regular basis say they’d like to access their 
networks on the TV screen (David Feldman, 20th February 2009).  This thereby led 
to the idea of integrating television with social media content. This concept will be 
elaborated and its focus will be narrowed concisely to dig out the root problem and 
the end of the thesis will focus and answer the following questions: What is next for 
the convergence of social media and TV? How have consumers shaped the social TV 
landscape and driven product developments such as TV apps, etc.? How successful 
will incorporating social networking and video software in television be with the 
audiences? And finally, will bringing YouTube Channels make people more inclined 
towards watching real world television rather than orchestrated Reality shows? The 
following review of literature will focus on the above questions and will help to 
demonstrate and support the hypothesis. 
In an article called ‘Convergence’ by Andrew Jones (2007), convergence of the 3 
most major breakthroughs of media is highlighted. These three areas, namely 
Broadcasting, Telephony and Internet (now commonly referred to as ‘triple play’) are 
now able to converge through both the wired and wireless media. Inevitably, this will 
radically alter the structures of all three areas. Convergence is taking place in: 
 The infrastructure: this is the convergence in the area of access networks 
(Telecommunication including data communication) or local delivery services 
(broadcasting) as the increasing bandwidth that is available enables the use of 
the network infrastructure to carry material that was previously only normally 
available via broadcast signals. 
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 The content: This is the convergence of the on-line content into an integrated 
experience that maximizes the value of textual on-line products, together with 
audio and visual content, to both the consumer and the advertiser. 
 End user terminals: this is the convergence of the end user devices in order to 
provide the anywhere and at any time, global coverage for communication of 
all types of media. 
This clearly shows that the convergence of television with internet and 
telecommunications is proving to be extremely successful and useful and the future of 
this convergence looks very bright. This same point is elaborated and underlined in a 
similar topic ‘Next generation networks’ by ‘Steven Wolthusen(2011).  These Next 
Generation networks (NGN) are replacing or have replaced the conventional 
telecommunication and telephony service infrastructure and with a unified network 
architecture which can provide a much higher degree of flexibility without the need to 
maintain separate infrastructures. The infrastructure of network carriers is, where it is 
not based purely on point-to-point links found in specialized or legacy environments, 
largely based on the Internet Protocol, although carriers may not always make their 
internal use of IPv6 networks visible to their customers immediately and provide 
gateways and parallel network architectures instead. This parallels similar efforts on 
the part of network and telephony service customers which have migrated in 
increasing numbers to unified communications and network architectures, benefiting 
not only from lower capital and maintenance costs but also from the flexibility to 
allocate resources dynamically and thereby reducing the need for In the editorial, 
‘Convergence: The International Journal of Research into New Media Technologies’ 
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by Henry Jenkins and Mark Deuze Convergence 2008, We might see YouTube, 
Second Life, Wikipedia, Flickr, and MySpace, to cite just a few examples, as meeting 
spaces between a range of grassroots creative communities, each pursuing their own 
goals, but each helping to shape the total media environment.  This goes on to prove 
that the popularity of these social media is at its peak and is crossing boundaries to 
reach out to the people. And because of this popularity and the current scenario of 
television, the increasing necessity of a convergence emerges significant over-
provisioning. This answers the question of the future of advance television. 
Another reason for social media convergence with television can point on towards 
the shift in communication media control towards being digital as stated in the article 
‘Social Media’ by Rob van den Dam (2010). The author mentions that with the 
convergence of broadcasting, broadband and information technology, different 
networks now support all forms of communication and media, such as voice, video, 
computing and games. The shift in the control of communication media is the result 
of communication becoming increasingly digital. All media get digitized, and the 
Internet increasingly becomes the mode of carriage for all media. Phone calls, 
magazines, movies and the like are all migrating to the Internet. A domain known as 
shared social space is the domain of players such as Facebook, YouTube, Digg and 
Twitter. Providers in this space encourage participation and contributions from 
everyone who is interested. They support collaboration and feedback over the open 
Internet in the form of blogs, forums, wikis, voting, social networks and other social 
tools. Widespread availability and connectivity, as well as communication 
tools/devices, enable people to create and broadcast their own content, including 
  
10 
images, words, video and audio. These platforms put the power of media in the hands 
of the people, transforming content consumers into content producers. And it 
continues to expand through bookmarking, which acts like an identifier for links that 
is stored for later retrieval no matter what the format (Delicious Bookmarks), 
crowdsourcing, which is the practice of obtaining services, content and ideas from a 
large group of people constituting an online community (Starbucks – an ideas forum 
where customers are invited to share, vote, discuss and see – “You know better 
than anyone else what you want from Starbucks. So tell us. What’s your 
Starbucks Idea? Revolutionary or simple – we want to hear it. Share your ideas, 
tell us what you think of other people’s ideas and join the discussion. We’re here, 
and we’re ready to make ideas happen. Let’s get started.” (Tony Weimer, 
Customer Service Strategy (2010, 24th Nov), general format, Retrieved by 
http://www.callcentrehelper.com/ten-examples-of-crowdsourcing-14133.htm)  
video sharing, a platform that enables users to share and post videos under one 
platform (YouTube), social widgets, which is a small application that can be installed 
and executed by the user within a web page, and the like. Increased involvement from 
consumers improves information of any kind. This information will clearly enable us 
to understand how people will perceive social networking with or rather in television 
in the future due to the increasing need of this social domain. 
At this point, it becomes essential to discuss the current scenario of legacy 
television, which does not provide the facility for viewers to view their favorite 
programs at any given time. The audiences therefore are bound with following a 
certain schedule to watch their shows. With the increase in Internet platforms like 
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HULU, YouTube, Flickr, etc, the traditional television is basically lost and remains 
bounded to the past. The arrival of “new media” like the World Wide Web and 
multimedia mobile devices, the diffusion of collaborative environments like the Web 
2.0 (O’Reilly, 2005), and the increasing importance of interactive experiences in 
cultural consumption such as video gaming are transforming “old media” such as the 
press and television.  
To survive, the “old media” must adapt to the media ecosystem and adopt 
traits of the new interactive environments. Why adapt? Because television must talk 
to a new generation of digital natives: younger generations that grew up with a 
joystick in their hands and an interactive screen in front of their eyes. The latest 
concept of Windows TV is aggressively marketing the idea and desire of interactive 
TV through the illusion of an interface. This is done by presenting and representing 
the illusion of interactive capability, framed within the safety of the fully reclaimed 
TV screen. Since the television for audiences formed in cinema, radio, or press 
experiences cannot be the same as the television for expert videogame players, 
software users or Web navigators, this concept of Windows TV constituted the 
perception of “windows aesthetic” as a logical response to new audiences. (Vered, 
2002, p. 51). Why adopt the pertinent traits of interactive media? For over fifty years 
television has been the perfect paradigm of the one-to-many and non-interactive 
media. Now broadcast television has a competitor in interactive environments. This 
information is corroborated in the journal, ‘The Grammar of Hyper television: An 
Identikit of Convergence-Age Fiction Television (Or, How Television Simulates New 
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Interactive Media)’ written by Carlos A. Scolari Digital Interactions Research Group 
(GRID), University of Vic (2009). 
The author of a journal ‘New Television and Media’, Vicki Mayer (2011) 
suggests that television has to move into new media to save itself from getting into 
any sort of crises. Thomas Pack in his article ‘A convergence of TV and computers’ 
(2005) says that leading technological companies are working to convince the people 
that media-center computers in our homes are needed to integrate music, movies and 
social media into television. Since internet has already remove banalities of reality 
television into real-world, researchers feel the need to integrate this technology to the 
television to reach out better to the audience and save the basic classic television, 
which answers one of our questions. 
The popularity of the online video sources like YouTube, Hulu, etc are 
elaborated in the journal article ‘Convergence Transforms Digital Home: Techno-
Economic Impact’ written by Mahbubul Alam · Neeli Rashmi Prasad. They say that 
YouTube is working to build a library of every music video ever created, according to 
Reuters. Even media and label giants plan to work with YouTube on this project 
[Sudhir Dixit, Ramjee Prasad(2008) , Technologies for Home Networking retrieved 
from book.google.com]. Media/label/record companies are obviously interested in 
legitimate use scenarios but they are more interested in ﬁnding out where this stuff is 
going and how quickly they can catch up to it. Google Video also plays into this 
space.  Since these portals have already found their niche with the audience, the 
convergence of these platforms into television will generate a positive response in 
itself. 
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Now let us throw a light on what all steps are being taken to integrate these 2 
massive mediums together. In the editorial ‘Beyond Television: A Vast Network of 
Pipe’ by John Wyver (1995), the author mentions that Interactive television, as it is 
presently envisaged by the mainstream of the medium, is essentially an extension of 
the broadcasting structures in place today. The Time Warner experiment, the Full 
Service Network, recently established in Orlando, Florida (1997) caters to several 
hundred homes a video-on-demand system and an electronic mall, from which the 
user can purchase goods and services via the screen. This makes it easier for the 
audiences to engage in activities through the television, which constitutes the 
interaction concept of this medium. However, video-on-demand provides only 
marginally greater convenience than cable services or even local video hire stores, 
and the mall is simply a variant on the home shopping services like QVC. All of the 
images, and almost all of the information in such systems, come from a central point, 
and the return path for users to respond is exceptionally limited making accessibility 
one sided. This means that audiences find it tedious to make changes to an order, 
update or retrieve information. 
In order to take the first step into integrating the 2 mediums, the journal 
‘Personalization on a peer-to-peer television system’ (2008) gives ideas and a 
complete reflection on how the mediums can be infused with a lot of mathematical 
expressions and various formats. The authors Jun Wang, Johan Pouwelse and Jenneke 
Fokker, [Personalization of a Peer-to-Peer Television System (January 2008)] say that 
personalization allows you to browse programs more efficiently according to their 
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taste. It also enables to build social networks that can improve the performance of 
current P2P systems considerably. 
In the article ‘Will social networking change how we use TV?’ the author 
Teddington (2008) states an example or an instance towards the step for convergence. 
He brought forward an interview with Chris Shaw, senior program controller, five, 
and Anthony Lukom, UK country manager, MySpace, who talked about how their 
joint venture is leading the way in the convergence between television and social 
networks. Shaw said that it helps advertisers understand that 5News is a program that 
will actively target younger demographics and is serious about reaching new 
audiences for news. Their venture with MySpace ensures both parties benefit from 
the ad revenue that is generated by the traffic to the sites, and they also plan to 
include pre-roll advertising further down the line. Lukom added that 5News has really 
embraced the user-generated content side of social networking by using MySpace as 
part of its newsgathering process for your News. He mentions that essentially, social 
networking sites are mass narrowcasts between individuals and groups of individuals, 
but, eventually, they could combine the best of old-style broadcasting and all the 
unique qualities of social networking. 
Another breakthrough in this convergence is the introduction of interactive 
television. A report for this has already been made in Australia. According to the 
findings the “author Maria Jakovljevic in her article ‘the impact of interactive 
television (iTV) trials on the Australian television industry, 1999-2005 (dated: Jan 12, 
2010)’ says that the cable industry needed to rationalize its own TV production and to 
reinforce narrowcasting. The iTV trials were attempts to fully exploit 
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'demassification' of the television industry in general, as well as to provide multiple 
revenues, to win franchises, to draw support from advertisers and to increase the 
strength of commercial cable broadcasting. In addition, high-speed internet 
proliferation, potential convergence of industries and in economic terms decreased 
prices of analogue and digital converters all brought a new sense of optimism for iTV 
offerings [Maria Jakovljevic( Jan 1,2010). Retrieved from 
http://www.thefreelibrary.com/The+impact+of+interactive+television+(iTV)+trials+o
n+the+Australian...-a0245661239]. 
“And finally, coming to the major question of the thesis, how people will 
perceive real world television as compared to reality TV which is fabricated, 
describes this scenario in an article” [‘Surveillance on Reality Television and 
Facebook: From Authenticity to Flowing Data’ written by Rachel E. Dubrofsky].  :It 
states that aligning reality TV (RTV) with social networking sites (SNSs) enables the 
development of a sort of a lineage system in the use of surveillance for displays of the 
self. By moving from “older” media such as TV to “newer” such as SNSs, we gain 
insight into how issues at stake for critical scholars studying surveillance practices 
shift when the spaces (and practices) of surveillance change. We bring into 
conversation work in surveillance studies, critical media studies, RTV, and new 
media, emphasizing the necessity of seeing connections between types of surveyed 
subjectivity in popular media as these contribute to a larger ethos about surveillance, 
subjectivity, data, and our engagement with the world. We suggest that Facebook 
brackets practices for synthesizing the contextualizing”. [Rachel E. Dubrofsky (8th 
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April 2011), ‘Surveillance on Reality Television and Facebook: From Authenticity to 
Flowing Data’]. 
The beginning of the future of this convergence is highlighted in the 
newspaper articles of ‘LA times written by Dawn C. Chmielewski and Jessica 
Guynn’ in which they highlight the introduction of Google TV, a new project that 
might be able to prove this concept of convergence to be successful. In the 
broadcasting engineering article written by ‘Michael Groticelli, YouTube’ is 
described as a separate and new venture that would introduce their independent 
channels and which might create a history from reality TV to real world television. 
On the topic of understanding Social media and television viewing habits and 
studies, the Council for Research Excellence or the CRE announced that it would be 
conducting a three-pronged study on the relationship between social media and TV 
viewing (George Winslow Broadcasting & Cable, 8/6/2012). 
The CRE, which focused on improving audience measurement methodology 
and is funded by Nielsen, plans to complete the study in the fourth quarter of 2012. 
[George Winslow, August 6th 2012. Retrieved from 
http://www.broadcastingcable.com/news/technology/cre-study-impact-social-media-
tv-viewing/49452].”We will gain insights about new consumer behaviors that have 
evolved as social media has become more connected to television viewing," said Beth 
Rockwood, senior VP, market resources, Discovery Communications, and chair of 
the CRE's Social Media Committee, in a statement. "This learning will allow us to 
better understand how viewing patterns are changing and how measurement of those 
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behaviors can be improved. Since no single approach is likely to provide the full 
picture, we felt it best to study behaviors simultaneously from three different 
perspectives. In addition to learning about social media and television, we will also 
gain more insight about the research methods employed." The research [George 
Winslow, (August 6th, 2012), retrieved from CRE to study the impact of Social Media 
on TV Viewing] will include a quantitative survey, conducted by Keller Fay Group, 
of up to 1,600 participants recruited by Nielsen; a social media analytics project 
undertaken by NM Incite, with Bluefin Labs providing social TV analytics; and 
ethnographies provided by Nielsen's digital ethnography unit Nielsen Life360. 
“Social media is more than a digital water cooler for TV and movies 
(SocialMediaToday, May 17, 2012). The global conversation that takes place around 
events and the experiences people share based on what they watch teaches us about 
consumer preferences. More importantly, their activity influences behavior. Behavior 
counts for everything. Studying it is just the beginning of course. In order to 
understand and eventually steer behavior, we must translate activity into insights and 
in turn, translate insights into actionable strategies and programs.” [Brian Solis (May 
10,2012) Retrieved from http://www.briansolis.com/2012/05/music-film-tv-how-
social-media-changed-the-entertainment-experience/] 
The Hollywood Reporter recently published an exclusive poll about social 
media led by market research firm Penn Schoen Berland. As the report opens [Brian 
Solis (May 10, 2012) ‘Music,Film,TV: How social media changed the entertainment 
experience’, Retrieved from http://www.briansolis.com/2012/05/music-film-tv-how-
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social-media-changed-the-entertainment-experience/] , THR notes, “There’s a sea 
change afoot in how Americans discover and consume entertainment.” 
According to the study, 88% of respondents view social networking sites like 
Twitter and Facebook as a new form of entertainment.  
 
 
Social media and television shows 
According to news articles like Los Angeles times (April 3, 2012), social 
media is known to save or sink television shows. TV executives and creatives are 
constantly searching for ways to better engage audiences through social media -- the 
current advertising and marketing buzz phrase. “But according to the results of a new 
survey conducted by TVGuide.com and the Social TV Summit, the best way to get 
people socially engaged online about a show is to threaten cancellation. 
The results show that 76% of TV fans surveyed in March said their main 
reason for participating in social TV activity was to ‘keep my favorites on the air.’ 
[Patrick Kevin Day (April 3, 2012), ‘Why do TV fans use social media most? 
Retrieved from LA Times] 
In recent years, the power of social media is seen in the decisions of TV 
executives scrambling to find better ways to connect to the audience. The most recent 
example would be NBC's "Community," which went on an unexpected hiatus for 
three months earlier this year, causing fans to worry that the acclaimed but low-rated 
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show was about to get the boot. After three months of social media drumbeating, 
along with a dedicated fan base encouraging everyone to watch the show, when the 
series returned on March 15, the new episode boasted the highest ratings of the 
season.” [Patrick Kevin Day (April 3,2012) 
http://latimesblogs.latimes.com/showtracker/2012/04/survey-shows-most-social-
media-engagement-mostly-about-saving-shows.html] 
“Other findings from the survey show that fans who do participate in social 
activity surrounding their favorite shows, 95% did so after the episode had aired, 53% 
did so before the show and 40% did so during the show (this was up from 33% last 
year). Additionally, 62% of those surveyed said they planned to participate in social 
activity during the Super Bowl, while 58% actually followed through. 57% planned to 
participate during the Grammys and the Oscars, but a whopping 80% actually did it. 
But TV fans shouldn't fret: The Super Bowl, Grammys and Oscars aren’t in any 
danger of cancellation” [Patrick Kevin Day (April 3, 2012), retrieved from ‘Why do 
TV fans use social media most? Retrieved from LA Times]. 
Researches say that producers love to put teasers and promo of new shows 
before they start the show to see the reaction of audiences. If there are positive 
responses deliberated through social media by, For E.g. A series of the popular 
#hashtags, they are added on to the show. Sometimes they even put out the pilot to 
see the audience reactions and accordingly they will decide whether or not to 
continue the show.  
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According to the blog by Daisy Whitney (“Can Social Media Save TV Shows 
- Social TV & The New Media Minute”) Network executives are already canceling 
new fall shows like ABC's Charlie's Angels and NBC's The Playboy Club, raising the 
question of what role social media plays in the success of a TV show. The New 
Media Minute did some digging to see if these shows scored in social buzz, and also 
looks at a new Nielsen study linking online buzz and higher ratings. Plus, cable 
networks such as WE TV and Oxygen have indeed found a link between social media 
and TV show performance.  
Therefore social chatter does definitely translate to higher TV ratings. 
Nowadays there are TV Shows that incorporate social media.  Here are some 
examples of shows that have incorporated such concepts in their shows to promote 
consumer engagement: 
“- Bones: You can follow @BONESonFOX for chatter about each week’s episode 
and links to a variety of videos that shed more light on the characters and the actors. 
And unlike other TV shows that use Twitter accounts basically just to feed content to 
drive traffic to their official websites, @BONESonFOX makes an effort to be 
interactive. 
- The Voice: Each show promotes fans to use the hashtag #TheVoice, something that 
is also used by all four mentors on Twitter. And it’s not just the mentors tweeting, 
either. The contestants have been getting in on the game, tweeting with fans and 
asking for their votes.  
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- WWE: The WWE has set multiple Twitter records and has been at the top of the 
charts with popular trending hashtags worldwide. The WWE also displays 
performer’s Twitter names during entrances and exits to and from the ring, furthering 
community with their fans. 
- Big Bang Theory: Big Bang Theory is a show that attracts geeks, gamers, scientists, 
and everyone in between. What they also do is capitalize on Twitter and the use of 
apps. Big Bang Theory’s official Twitter account posts updates about the show, 
announces guest stars, and much more.  The Big Bang Theory app allows fans to chat 
about the show, earn achievement badges for completing tasks and socializing 
through the app, participate in polls about the show, and set reminders as to never 
miss an episode. 
- True Blood: TrueBloodOnTwitter.com allows fans to see recent Tweets, get 
a Twibbon for the show, or view individual character Twitter feeds. There are live 
chat options, and those who are not able to watch the show at a particular time can 
view it via Twitter and follow along on the live feed.” [Christina Gleason (April 11, 
2012). Retrieved from http://www.ignitesocialmedia.com/social-media-examples/tv-
shows-integrate-social-media/] 
As more and more television shows begin to integrate social media, it may 
seem inevitable that everything on TV will be in the social sphere soon. This will be 
the destiny of social media and television. 
The following articles and citing leads to the study which tries to gather the 
most popular social media analytical tools in this new age of Social TV incorporating 
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audience interaction. There are innumerous technologies available to deliberate and 
analyze audience responses and reactions, thus it becomes key to decide which of 
these will lead to our selection of technologies under study.  
In this study, the factors through which a selection has been made on these 
technologies are the following: company’s recognition, current standing, existing 
clients and its prevalence in the market in conjunction to what product they are trying 
to sell and what is their branding.  
The 4 best analytical tools have been listed based on brainstorming sessions 
and discussions with colleagues and professionals. Tools that analyze branding and 
advertising products are available in abundance in comparison to television rating and 
interaction analysis. Thus the following tools relate to both advertising branding as 
well as television branding. 
2.1 Comparison Table 
A look into the various Social Media Analytical tools under study 
Name of the 
company 
 
Process of the Analytical tool 
 
Its presence in today’s 
world 
 
Bluefin labs 
 
 
This tool works as a basis of the understanding of 
human language development. Bluefin is based on 
a technology that maps social media comments to 
the TV stimulus that caused those comments. It 
uses a deep machine learning to ground the 
 
Prevalent in the 
Television Industry 
Winner of the 2012 
Social TV Award for 
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meaning of comments pulled out from social 
media. By looking at the context of words 
expressed by individuals, Bluefin can use the 
meaning of these words to connect comments back 
to the events, people, products, brands, and 
viewing contexts that caused those words to be 
expressed in the first place. Its includes 3 
processes: The semantic barrier; which occurs as a 
misunderstanding of meanings on wordplay, 
Language grounding; which is linking words to 
their intended referents or context and Deep 
machine learning; which is algorithms that learned 
to find connections between different modalities of 
data (such as video and speech) in order to capture 
deep semantic structure. Therefore the function of 
this technology is to break through these barriers 
and analyze the decoded interactions by people. 
 
Best Research 
Platform (July 2012) 
Named one of the 50 
Most Innovative 
Technology Companies 
of 2012, by 
Technology Review 
(Mar 2012) 
 
Sysomos This technology uses a process known as 
Heartbeat. “It is a cost-effective, real-time social 
media monitoring and measurement tool. 
Heartbeat provides constantly updated snapshots 
of online conversations, including a variety of 
Sysomos is prevalent 
mostly in branding and 
product advertising but 
is also seen in 
Television branding 
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user-friendly and informative graphics” (Retrieved 
from www.sysomos.com). It generally measures 
key metrics around buzz and sentiment in order to 
engage with key influencers and opinion leaders 
by conducting comparisons between competitors 
and topics. This is used basically for Real-Time 
Social Media Monitoring in order to keep track of 
the most important and relevant conversations 
about various brand and products. Its 
Customizable Dashboard can help us to easily 
configure the dashboard to meet our specific needs 
and interests, including a variety of user-friendly 
graphs. In order to engage with key influencers, 
this system identifies the key people driving the 
important conversations, and then engages and 
manages with the activity trail. 
 
Radian 6 Their technology is now known as Salesforce 
Marketing Cloud as it sold its technology out to 
them. It is an analytical tool that helps brands 
make better business decisions in marketing, sales 
and service. It can help companies in the following 
ways: Social Listening: listen at social scale, 
Canada’s Venture 
Capital and Private 
Equity Association on 
Wednesday awarded 
its Deal of the Year to 
the investment by 
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Workflow and Automation: align sales, service 
and marketing, Social Content: create compelling 
social presences, Social Ads: amplify content, 
Engagement: connect with customers and 
Measurement: track campaign roi. 
venture capital firms 
Summerhill Venture 
Partners, Brightspark 
Ventures 
and BDC Venture 
Capital. The three firms 
invested a total of $9 
million in the 
Fredericton group that 
analyses social media 
posts. 
 
Social Guide SocialGuide Intelligence (SGI) is an enterprise 
‘data solution that allows networks, and brands to 
harness the power of social TV’ (Retrieved from 
www.socialguide.com). SGI is the only social TV 
data analytics and audience engagement platform 
in the marketplace. Through an exclusive 
agreement between Nielsen and Twitter, 
“SocialGuide is playing an active role in 
developing the upcoming Nielsen "Twitter TV 
Rating", which is built on SocialGuide's audience 
engagement analytics platform and was in Fall 
Social Guide is mainly 
prevalent in the 
television industry and 
because Nielsen has 
bought the technology, 
it is only used in and 
for television ratings 
analysis. 
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2013.” (Retrieved from www.socialguide.com) 
They're unique in the social TV space in that their 
company DNA is equal parts technology and TV. 
As a result, they realize that the value of social TV 
information does not lie in numbers and graphs 
alone - it is also about the quality of the audience 
and what they are saying about your programming. 
Through SGI their clients can: measure, listen and 
engage in social media activities. 
 
 
2.2 FIGURES 
 
This figure is a snapshot of how Bluefin Labs analyze social media comments and 
interactions. 
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This figure represent s snapshot of how Social Guide grabs audience comments from 
Twitter. 
 
CHAPTER 3: AN INTRODUCTION ON THE MAJOR SOCIAL NETWORKING 
MEDIUMS 
3.1. FACEBOOK 
Founded by Mark Zuckerburg in 2004 at Harvard University, this $100 billion 
company is now a major platform not only as an interactive interface but also a 
mainstream medium for business. It “is the world’s largest social network, with over 
1 billion users.2 In order to make a public comment/commentary, Facebook allows a 
user to explicitly interact with a number of people and thereby express their views 
and opinions on various topics. This proves as an advantage for our subject under 
consideration. Television shows, branding and movies take help from the social 
                                                        
2 http://mashable.com/category/facebook/ 
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networking sites to understand and analyze the buzz and the hype of the programs, 
promos aired and to estimate the popularity of it among the mass audiences.  
On the pro side, Facebook allows its users to maintain their privacy settings so 
that they can conceal certain areas of their profiles to the general public making them 
exclusive and not turn up in searches. But as a con, especially with common ardent 
television shows lovers, comments on what would happen in a certain show would 
end up as a “Spoiler Alert” for the other people in the social networking site due to its 
explicit exposure on the so-called ‘Facebook Wall’. 
 
 
 
 
3.2. TWITTER 
Founded by Jack Dorsey and Biz Stone in 2006, this social networking site is 
a free microblogging service that runs successfully at the rate of 140 character bursts 
of information commonly known to the world as ‘tweets’. “Users can include links to 
other content in their tweets, and broadcasts can be public or private. Celebrities, 
journalists, politicians and other public figures have established significant followings 
on Twitter. Media outlets in particular use Twitter as a way to broadcast breaking 
news. Since its founding, Twitter has grown into an unstoppable social media 
platform and the services it provides has proven to be target of influence. Companies 
to engage in conversations with their consumers to understand their brand stability 
and popularity therefore have also used this service. 
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The famous #Hashtag sensation made it big for Twitter in the entertainment 
industry. “August 2007: Designer Chris Messina becomes the first person to use a 
hashtag on Twitter. "How do you feel about using # for group. As in #barcamp msg?" 
he asked others.” [Dave Lee (Nov 7,2013) retrieved by ‘How Twitter changed the world, 
hashtag-by-hashtag’]. “According to a recent mobile hashtag survey by RadiumOne, 58 
percent of respondents said they use hashtags on a regular basis, and 70 percent of the 
hashtag users are doing so from their mobile device.” [Amy Gesenhues (Mar 27, 
2013) Survey: 71% Of Hashtag Users Are Using Hashtags From Their Mobile 
Device. Retrieved from http://marketingland.com/mobile-hashtag-survey-finds-users-
more-likely-to-explore-content-using-hashtags-if-offered-discounts-37778]. 
 
 ‘Speak your mind in 140 characters’ has become a worldwide sensation 
making people express their instant reactions to different mediums. This helps 
businesses, television producers and organizations to understand and interpret the 
likes and dislikes of their audiences around the clock. Twitter acts as a fire hose 
(which is the streaming of massive and real-time tweets that flow from twitter 
everyday) and enables the pulling of data within 7-9 days. 
 
THE RATING EXPERTS 
 
Nielsen 
With the motto of understanding the importance of what consumers watch and 
buy, the business model of Nielsen revolves around the word that drives business 
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professionals and media professionals, ‘Rating’. They “study consumers in more than 
100 countries to give the most complete view of trends and habits worldwide. And 
they’re constantly evolving, not only in terms of where they measure, or what they 
measure, but also in how their insights can help drive profitable growth.”3  
Most popularly used among the major television networks, it helps the 
programming department to deliberate the viewing patterns of audiences making it 
easier to determine what shows can go on air and how to eliminate or improve the 
already existing ones. The research director in the research department of CBS Philly 
works in conjunction with Nielsen to being in gets details and research ratings 
information from Nielsen to understand where CBS3 stands in evening news ratings 
in comparison to ABC7, NBC10 and FOX29. This process is carried on by every 
network station be it local or national and based on these rating the programming 
directors across the country decided if they want to continue or discontinue a show 
based on ratings popularity. Social Media would make this process easier for Nielsen 
by determining the popularity based on audience engagement in conversation about 
these shows on a common platform. 
Nielsen acquired BuzzMetrics in 2006 to make analytics of social media 
easier and to understand the ratings better. By 2010, Nielsen combined with 
McKinsey & Company to create the social media consulting company NM Incite. 
“NM Incite was established with the vision that real-time, authentic consumer 
expression in social media transforms how marketers build strong brands, create 
                                                        
3 http://www.nielsen.com/us/en/about-us.html 
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passionate and engaged brand communities, and ultimately achieve superior sales 
outcomes. NM Incite customers are innovative, global marketing executives in brand 
management, consumer insights and market research at leading Consumer Packaged 
Goods (CPG), Financial Services, Healthcare, TV and Technology companies. They 
understand that winning in today’s social world hinges on developing deeper and 
more provocative consumer and market insights to create superior marketing 
strategies, boost brand strength, develop new products, innovate in customer care and 
maximize the impact of marketing campaigns. As the years passed by the also 
acquired Arbitron in 2012 and have future plans in acquiring Social Guide, a new 
analytical tool that’s great in research for TV and radio shows. Nielsen has reported 
that they would be buying Social Guide to get into competition with Bluefin labs.”4 
Nielsen Decisions 
2007-2008 
Nielsen decided to buy into Buzzmetrics and make them a division of their 
organizations. This was the time when Nielsen realized that besides analyzing normal 
ratings, the social media industry was becoming pretty robust and widespread.  
2010 
By this time, Nielsen got a call from McKinsey & Company to create the 
social media consulting company NM Incite. “NM Incite was established with the 
vision that real-time, authentic consumer expression in social media transforms how 
marketers build strong brands, create passionate and engaged brand communities, and 
                                                        
4 http://nmincite.com/about/ 
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ultimately achieve superior sales outcomes asking them to merge into a single 
division which was known to be the NM Incite of which BuzzMetrics was a part. 
2013 
Nielsen decided to shut down the BuzzMetrics division and in order to 
compete with Ad agencies, they decided to adopt and purchase a new social media 
analytical tool. Understanding the popularity of Twitter and #hashtags and feeling the 
want to dominate the market as well as reaching a niche market, Nielsen decided to 
buy Social Guide in 2013.  
 
 
Future Plans 
Nielsen plans on building a strategic partnership with Twitter in the fall of 
2013. The resulting Nielsen Twitter Rating would be based on Social Guide. Based 
on every tweet, Nielsen would therefore be able to deliberate how many people are 
exposed to the show thereby making it easier for them to determine ratings. Even if 
there are views online, each time a page refreshes, twitter can project this. 
Nielsen purchased Social Guide and has built strategic partnership with Twitter 
making it easier them to be a part of the Social Media World thus making it less 
challenging to measure the popularity and ratings of the media telecasts. 
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CHAPTER 4: RESEARCH QUESTIONS 
 
 How important is social media in television? 
 How does audience interaction affect television branding? 
 What are the factors for a broadcast station to consider a social media 
analytical tool? 
 Are the responses generated through audience engagement via social 
media completely reliable to determine the popularity and the future 
running of a show?  
 How do the production companies and network stations react to these 
responses? 
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CHAPTER 5: METHODOLOGY 
 
“For gathering the data required for answering the research questions, a 
process had to be selected for the assimilation. The research will employ an interview 
questionnaire kind of research design where data will be collected from the 
companies that use the social media analysis technology. This kind of research design 
will be best suited to collect the data since it will give the researcher a chance to 
collect basic data from the organizations. In the duration of the collection of data, the 
researcher will be able to interact with the staff of these companies, which will make 
it possible to understand the unique factors of the research by having a direct 
experience. One benefit with this approach is that the researchers will have a chance 
of experiencing the process of selection of what analytical tool works best for each 
  
35 
company in practice rather than getting it from the secondary sources.” [Effects of 
organization culture on employee motivation: Case of Penine Foods. Retrieved from 
http://www.thesiswritingcenter.com/attachments/article/65/Thesis_Methodology_Sa
mple.pdf. 
The participants of this research include 4 media specialists that have 
professional experience in working with Social Media teams. One is a senior Social 
Media Analyst working oversees in an American based company, the second 
interviewee works for a major ratings company, the third, an Analyst from a digital 
media company and the final interviewee is the owner of a local social media agency. 
A total of 5 questions are formulated to gather not only the answers from the 
respondents but also insights based on their experience with the subject.  
The research will utilize different research tools in order to collect the most 
accurate and relevant data. In this context, telephone interviews as well as one-on-one 
email conversations were set up to gather information. In managing the research 
tools, the process will be made as flexible as possible in order to make it the results 
and findings more efficient and resourceful. Due to the busy schedule of the top-level 
management, one of the participants had the questions emailed to them and therefore 
they filled it later on and sent it back. 
The collected data will be analyzed in order to make it easy for evaluation. In 
this regard simple data analysis tools will be used. The analyzed data will then be 
presented and then a general conclusion will be drawn. There are various assumptions 
that will have been made in the course of the research. The answers from the 
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respondents will be considered on an average, out of which the majority selected from 
the list of above technologies will be considered as the best.  
 
  
 
 
 
 
 
CHAPTER 6: FINDINGS 
 
According to Participant 1 working internationally, Facebook was the most 
popular social networking site that they have worked with.  They work on behalf of 
their clients who majorly (63% as per their company’s statistics) prefer using 
Facebook for deliberating products/shows/events. Their company prefers outsourcing 
the analyzing of social media to an outside agency. In order to decide on the most 
appropriate social media analytical tool, they look for: 
a) “User – Friendly Interface: The overall outlook and visual controls of the 
tool are very important when it comes to analysis, graph placements, URL 
placements, menu grid and surprisingly even color combinations.  
b) Backtracking: One of the major factors we look at is the ability of the tool to 
back track and collect precise data over large periods of time for proper 
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analysis. Hence a key question to consider: does it have a web crawler to pull 
in data from all platforms in the past and in real-time? 
c) Relevant data extraction: We look for tools that can extract relevant 
conversations in context with discussions and not just based on specific 
terms/keywords. The ability of the tool to disregard duplicate, 
incomprehensible or irrelevant content is an added advantage. 
d) Most active users: A number of Social media tools these days have the 
ability of identify key influencers which enable us to rate the degree of 
influence against specific topics.” [Retrieved from Participant 1 (Name 
undisclosed)] 
e) Advanced options: Pro users should be able to skip the general filters and 
customs source their own searches to pull in relevant data they seek.  
Slick-looking tools provide little more than filters, the ability to select values 
of variables for inclusion or exclusion in a table or chart. 
f) File Format compatibility: Can the tool convert the extracted data in file 
formats we use for analysis? 
They deliberate the better tool through online deliberation of free tools and yearly 
contracts with one analytical tool. They stated tools relevant in the international 
region, which included Radian6. 
Participant 2, who works for a ratings agency, gave us an insight on how his 
company works. According to them, Twitter is the most popular and upcoming 
networking site in this day and age. He says, “Twitter has a broader reach to the 
audience. The privacy settings are not as strict as Facebook therefore there is a wider 
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exposure to the masses. There is no challenge to reach the masses with the broad 
exposure and the ease of finding tweets from a timeline.” Their company purchases a 
system/tool for the analysis of social media. In order to decide which tool would be 
the most appropriate, our respondent says, “After deliberating and understanding the 
social media industry and evaluating our purchase decisions, we first decide on which 
social media is most effective in reaching out to the audience. Once that was 
determined, it was easy for us to decide on which social media analytical tool would 
suit best for us and we therefore went to buy into it.” They basically interview to 
understand which would be the better tool for the agency. According to their agency, 
since Twitter stands above the social media websites, they believe Social Guide is the 
most popular and is upcoming and user-friendly and works best for television 
branding. 
Our third respondent claims Facebook and Twitter to be in the same spot, 
although a majority of their clients turn to Facebook when looking to use social 
media. The decisions through which they deliberate the analysis of social media 
would be based on budget, level of detail, customer service. In order to decide which 
tool is better, our respondent says, “Depending on what you want to measure each 
tool may be appropriate.  Some tools are better at diving deep into the social fan base 
and activity on a company owned media properties. Other tools are better at 
understanding the environment a company does business in.  We looked for a tool 
that combined owned and organic information into one platform.” The methods to 
decide which tool are better, product demonstrations are important to see how the tool 
works and if you understand it.  The payment structure is also important because 
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there are varying pricing models for similar tools according to their company. They 
also feel Social Guide is a better tool for analyzing television social interaction, as far 
as product branding is concerned tracx is the better tool. 
Our final respondent claims Twitter to be the most popular social media. In order 
to analyze social media, the decision taken into consideration would be, will this 
generate a positive ROI, their decision on which is better depends on where 
maximum audience response is in. The quality of data it gives and how easy it is to 
look at the data for insights helps them deliberate the better social media analytical 
tool. Their company also believes Social Guide is the better tool as per the current 
standings. 
CHAPTER 7: CONCLUSION  
Social media is extremely important in television and show branding as, the 
more audience interaction; the more the producers can premeditate the life of a show. 
Thus audience interaction is imperative in branding. Although these reactions are not 
completely accurate and reliable, there could be some takeaways that producers and 
directors can absorb and carry forward for the future of their network and show 
branding. The future of a show technically can be determined by how popular it is 
with the audience. Earlier the future of a show/event/program depended on its ratings 
deliberated by the network using Nielsen. At present, with the advent and the 
popularity of social media, there are constant discussions and interactions about 
television programs that get noticed by the networks. The future of a show could 
possibly be in the hands of the audience. For E.g. The Mindy Project show 
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broadcasted by FOX was supposed to be taken down by the network due to low 
ratings, but with audience interactions and demand, this show was brought back on 
air and is doing well in its ratings. 
The statements made by the interviewees justifies and reinstates the fact that 
social media is an important form of the Entertainment Industry. As we already know 
how competitive each network/product/branding is from the other, there is always a 
need to understand the general acceptance and popularity from the major critics of 
these categories, the mass audience. Although the ‘Rating Experts’ are able to 
deliberate the popularity of a show through their traditional rating processes, it is 
pretty evident that there is a growing need to find more about audience reactions in 
the Television industry. This substantiates the need or necessity of the social medium 
in the entertainment industry.  
In this Digital era of technology and virtual interaction, communicating ideas, 
opinions and interacting with the public has become imperative in understanding the 
market and creating a brand. “Now, as the networks prepare to unveil their fall 
lineups and make ad deals for the coming season, "social" TV viewing is a key 
component of what they will be touting. “ [Jefferson Graham (May 3,2012) retrieved 
from ‘For TV networks social is hugely important’]. “Since the comments have 
increased from where it started from, companies could think of outsourcing 
Marketing agencies to get millions of followers to tweet about their brand and in 
return these agencies can earn probably a lot of money. This proves to be beneficial 
even for the advertising agencies as they would prefer to put their commercials in 
spots of television shows that have their millions of viewers tweeting and 
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commenting spiking up. For Eg: The best possible commercial spots would be during 
the “Big Brother” show when a ‘houseguest’ is almost going to be evicted. That is 
possibly when a viewer would not skip a channel or move out of his seat when an ad 
pops up.  This goes on to prove that you can engage in an advertisement if you can 
engage in a show, according to Kahn. “Deb Roy, co-founder of Bluefin Labs, a 
Cambridge, Mass.-based social-media researcher, says that some 25 million TV 
viewers are actively engaged in talking TV online. (Nielsen says there are 290 million 
U.S. TV viewers.)” [Jefferson Graham (May 3,2012) ‘For TV networks social is 
hugely important’. Retrieved from 
http://usatoday30.usatoday.com/tech/columnist/talkingtech/story/2012-05-02/social-
media-tv/54705524/1 ]. 
The interview process revealed that Twitter was the most popular mode of 
social interaction that engages audiences to discuss brand (product and television) 
popularity and recognition. It was referred to as the next best thing due to its wide 
accessibility and unorthodox privacy settings. The interviewees believed that the 
privacy settings were more flexible thereby enabling them to get posts from the past. 
While some participants confirmed that they would outsource their analysis to other 
companies, everyone agreed to the fact that a decision can be made taking all the 
points into consideration namely budget analysis, customer services/requirements and 
the return on investment or profitability. Having said this they also testified to the fact 
that outsourcing the analytics process to other companies proves more tedious and 
hard to keep a track of, if it isn’t in-house. Nielsen understands the importance of 
social media and has turned to purchasing their own analytical tools. 
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After a close look at the interview process, although each candidate had a 
different opinion on which analysis tool was better, the one that closely resonated 
with the process under study was the Nielsen response.  
Nielsen believes that for their ratings substantiation with the mass audience, 
Twitter resonates the most with the popularity of television shows and the buzz that 
revolves around it. The privacy settings enabling the social media communication 
being open to all enables media industry specialists to understand and validate the 
popularity. The timeline of tweets is less complicated to consolidate and analyze than 
any other social media website. Nielsen preferred to purchase a system/tool for 
analysis like any other media company would in order to get the best possible method 
to deliberate popularity and ratings. 
After realizing and understanding what their organization requires, in order to 
remain top of the list as well as be applicable and relevant in the social media world, 
Nielsen made the effective decision to purchase the upcoming Social Guide and 
therefore build strategic and strong relationship with Twitter to remain on the top of 
their game. 
Although Nielsen’s decision resonates and relates more effectively to the topic 
under study and corroborates each of its theories, it is safe to say that, an affirmative 
decision on what social media analytical tool is the most effective is not completely 
and solely based on the media company, it is based on the trends of Social Media and 
ultimately the Mass Audience. 
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APPENDIX A – INTERVIEW QUESTIONS 
 
 
 
INTERVIEW QUESTIONS 
 
1. What is the most popular social media website used by your company? 
- Facebook 
- Twitter 
- MySpace 
- Flickr 
- FourSquare 
- Other 
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2. What would be the decisions deliberated by companies for the analysis of social 
media? 
- Outsourcing it to another agency 
- Incorporating paid online sources for analysis 
- Incorporating unpaid online sources for analysis 
- Purchase a system/tool for the analysis 
3. How do you go on to decide which tool is the most appropriate? 
4. What are the methods used to deliberate the better social media analytical tool? 
- Interviewing for the better tool agency 
- Yearly Contracts with one analytical tool  
- Online deliberation of free tools 
- Other 
5. Which tool is the most appropriate according to current standings? 
 
 
